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Abstract
The main aim of this article is to identify the desired features of the brand personality of the city as well as to capture the 
differences between the cities in terms of the desired personality. To achieve these objectives the J. Aaker’s brand personality 
scale was used and extended. In addition the results of previous studies aimed at adapting the concept of brand personality to the 
idea of city branding were discussed and verified. The study was based on a survey conducted on a sample of small and medium-
sized cities in Poland. Conclusions from the research might be useful in the development of a tool for comparing or testing the 
efficiency of branding activities of municipal governments. 
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1. Introduction
Due to the fact that people, capital and knowledge are increasingly less related to the location, the development of 
places as brands helps to foster an environment capable of attracting new forms of activity and key groups 
(Konecnik Ruzzier  & de Chernatony, 2013). According to Kavaratzis and Hatch (2013), place branding is becoming 
more and more popular, both, as a self-government practice, and as a research area. An increase in the number of 
1 Research study financed from funds for science in the years 2010-2013 as research project No. N N115 155939 Identification of city identity 
markers and analysis of the degree to which they are used in city image management in Poland.  
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research and publications in this field is observed. Shaping of the place brand refers to the implementation of 
appropriate marketing strategies that allow the cities to differentiate themselves from the competition through 
appropriate placement of their resources/competencies of an economic, social, political or cultural nature (Kaplan, 
Yurt, Guneri  & Kurtulus, 2010). 
The problem is that the specificity of a megaproduct, which a city undoubtedly is, does not allow for a direct 
transfer of a concept of brand management from the marketing of classical products to the level of the venue 
management. There is a need to maintain extreme caution, because, in relation to the cities or regions, the theory of 
EUDQGPDQDJHPHQWLVVWLOOLQWKHHDUO\VWDJHVRILWVGHYHORSPHQW*OLĔVND	.RE\OLĔVND+RZHYHUWKLVGRHV
not mean that no attempts of adaptation of certain ideas used in the brand management of classical products can be 
made in relation to the place branding. One of such ideas is the personality of the brand, which is beginning to be 
used in the management of the place brand (Hosany, Ekinci  & Uysal, 2006). As Gorbaniuk (2010) states the 
development of the concept of personality is a response to the growing importance of the non-functional properties 
of the brand in the decision-making process of a consumer in the face of the unification of functional / performance 
properties of different brands within a product category.
The literature on the subject contains examples of the use of the concept of brand personality, which is usually 
applied in measurement of the image of  different categories of places, such as tourist destinations (e.g., Hosany et 
al., 2006), cities (e.g., Kaplan et al. 2010; Merriles, Miller  &  Herington, 2009; Hee-Jung  &  Yong-Gu, 2011; 
Usakli  &  Baloglu, 2011; Ahmad, Abdullah,  Tamam  & Bolong, 2013), regions (e.g., Murphy, Moscardo  &  
Benkendorff, 2007) or countries (e.g. Opoku, 2009). According to  Gorbaniuk (2011), under the concept of interest 
in personality of territorial brands underlies a need for a universal tool to measure the image of the city / region / 
country that would abstract from the specific associations related to that territorial unit, and would allow for broader 
comparisons of different objects.
Undertaking the issue of personality of the brand is associated with the concept of identity and brand image. 
Many authors have conceptualized the notion of identity and brand image as multidimensional constructs, where the 
personality of the brand is a very important component, for instance Keller (2008) defines the brand image as 
consisting of such factors as: the user profile, the situation of purchasing or using, personality and values, as well as 
history, heritage and experience, while Aaker and Joachimsthaler (2000) identify elements of the brand identity from 
four perspectives: the brand as a product, the brand as an organization, the brand as a person, and the brand as a 
symbol. The brand personality is of particular importance to its image because it essentially reflects the emotional 
side of this conceptual category (according to Kaplan et al. (2010) the image covers, both, the emotional and the 
cognitive aspects associated with the brand). According to Aaker (1996) the brand identity is "a unique set of 
associations that the manager of the brand wants to create and maintain". Therefore, identity refers to the sending 
party, and it defines the aspirations of the organization relating to the manner the brand is to be perceived. In turn, 
the brand image refers to the importance attached to the product by the consumers. It is basing on the experiences, 
impressions, and the perception of functional, emotional and symbolic benefits of the brand, and it impersonates the 
receiving party. Literature indicates that the image of the brand is imbedded in hard and soft associations caused by 
the product attributes (also a place), where the former refers to the material (e.g., functional or physical) properties, 
and the latter to the intangible features. The brand personality is based on "soft" (intangible) associations, and covers 
emotional side of the brand image (Biel, 1997). Plummer (1985) defines the brand personality as a human personal 
characteristics attributed to the brand in order to facilitate communication of the physical elements and attributes of 
the brand in relation to the consumer. The same author (1985) emphasizes that the brand personality should be 
considered from two perspectives: the first - how the brand presents itself in the environment (brand identity, that is 
the sender's side), and the second - what is the current social perception (the brand image – recipient’s side). In this 
study the first perspective was assumed. This approach is a certain novelty in research on the brand personality of 
the city, as earlier studies were carried out to identify the manner of perception of the dimensions of brand 
personality from the perspective of the recipient. 
Many, especially small and medium-sized, towns and cities in Poland are at the beginning of the road associated 
with the professional local brand building process. It was analyzed, therefore, whether through the participation in 
the process of designing the desired mode of perception of their city in public perception, the municipal managers 
responsible for promotional activities (as one of the stakeholder groups involved in brand building of the city) have 
an idea about what personality traits should characterize the target, aspirational brand of their city. Another research 
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problem, which has become the motivation for the implementation of the project concerned the desire to gain 
knowledge about the manner, in which the desired city brand personality traits differ between urban centers (e.g. due 
to their size).
In the context mention above, the purpose of this article is to identify the desired dimensions of the brand 
personality of the city in the opinion of people co-responsible for marketing / branding activities in self-governments 
of small and medium-sized cities in Poland. The desire to capture the differences between the cities in terms of the 
declaration of the desired traits of the city, as well as the identification of factors influencing these differences are 
additional motivation. To achieve these objectives the Aaker’s the brand personality scale (BPS) was used (Aaker, 
1997). 
Aaker (1997) created BPS following the examples of studies of the Big Five in the psychological theory of traits. 
This scale includes 42 personality features grouped into five dimensions: sincerity, excitement, competence, 
sophistication, and roughness. Despite the criticism, the Aaker’s model is still widely used in scientific research. 
They were also used in relation to the areas /tourist destinations, assuming that the personality of the destination 
constitutes the construct, understood as "a set of personal characteristics associated with the tourist destination" 
(Hosany et al., 2006). Research conducted by  Hosany et al. (2006) identified three dimensions of brand personality 
of a location: excitement, sincerity and "festiveness". Other research on the personality of tourist destinations have 
shown that these dimensions may vary depending on the country or tourist sites concerned. For example, research 
carried out by Usakli and Baloglu (2010) in relation to Las Vegas identified five dimensions of brand personality, 
such as: animation, sophistication, sincerity, competence and modernity. The dimension of "roughness" form the 
Aaker brand personality scale did not show up in any of these studies. Kaplan et al. (2010) for the aim of their study 
defined city brand personality as “the set of human characteristics associated with the city brand”. Their research 
identifies six brand personality dimensions for places:  excitement, malignancy, peacefulness, competence, 
conservatism and ruggedness.
2. Method
It was decided to carry out the surveys among managers dealing with promotion in the municipal offices in order 
to identify their desired brand personality traits of the city, in the design of which they are actively involved. Such an 
approach to identify the personality dimensions used in the process of building a brand is justified in the opinion of 
Plummer (1985), according to which brand personality can be seen not only from the point of view of the recipient, 
but also from the perspective of the sender, which means to identify how the brand presents itself to the 
environment. 
The study was conducted on a comprehensive sample, which means it included the population of Polish cities 
with the population of no less than 10 thousand residents and not more than 200 thousand (a total of 379 cities). The 
research was carried out simultaneously with the use of the mail survey technique and the CAWI technique. 
Questionnaires were sent to the municipal offices along with the return envelopes, as well as in the electronic version 
directly to the heads of departments of promotion of various municipal offices. Finally, 220 completed 
questionnaires were received, which were statistically analyzed. The main aim of the analysis was to obtain a certain 
list of descriptors that describe a desirable city brand in the categories that are usually attributed to people. 
Respondents were asked to freely declare the descriptors (adjectives) that describe the desired image of the city in 
the categories that are usually attributed to people. The question was asked in the open form, because it was assumed 
that such uninhibited manner of data collection will not restrict the declared personality traits of the city solely to the 
suggested list.  During a further stage of work on the resulting list of adjectives characterizing the desirable 
personality traits of city brands, it was decided to assign them to the brand personality dimensions identified 
following the survey by Aaker (1997) and check how much they are used in the branding of cities. The assignment 
procedure was subjective in nature, based on the knowledge and intuition of the authors of the article, which should 
be treated as one of the limitations of the interpretation of the obtained results. 
Furthermore the correspondence analysis was used to find the relationships between the obtained brand 
dimensions. Correspondence analysis (CA) – according to Stanisz (2007) - is a descriptive, exploratory technique 
allowing to define the nature and structure of the relationship between qualitative variables, measured in nominal 
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and ordinal scales. CA belongs to the group of incomplete taxonomic methods (Górniak, 2001). This technique, as 
well as multidimensional scaling and principal component analysis, on the cost of losing some of the information 
leads to an increase in the transparency of data and simplifies their interpretation (Panek, 2009). The use of statistics 
and charts specific for that method allowed authors for easy, intuitive reasoning on the relationships between the 
analyzed categories of variables. As a result so-called correspondence maps were plotted. The aim of the 
correspondence map construction was to reduce the number of analyzed space dimensions (variables) that allowed 
finding the diversity within the analyzed variables profiles, as well as the co-occurrence of different categories 
(Greenacre & Hastie, 1987). In this paper the results of the classical and multiple correspondence analysis of the 
selected CAWI survey qualitative results are presented. The calculation procedure was carried out using the 
Statistica Pl package
3. Results
The respondents were asked to freely declare some descriptors (adjectives) that describe the desired image of a 
city brand in terms that are usually attributed to human being. Participants of the study indicated up to five adjectives 
relating to the represented cities. A total of 873 adjectives were indicated, of which quite a large group repeated in 
various cities. Afterwards, the list of adjectives was reduced to 190 and they were assigned to the brand personality 
dimensions identified in a study by J. Aaker (1997).
A fairly large group of city descriptions declared by the respondents (about 78%) could be qualified as belonging 
to the scale of the brand personality dimensions by Aaker (1997) (in some cases the attributes classified as belonging 
to a given dimension were not identical to those in that scale, but showed similar / synonymous meaning). They have 
been called universal dimensions (fig. 1). Most descriptions fell into the dimension of "excitement" and 
"competence". Quite often - in the light of the results of the research - the cities want to be perceived as sincere 
(dimension of “sincerity”). Almost every tenth term regarding the desirable traits of the personality of the city can be 
qualified as part of the dimension of "sophistication". It is interesting that, as in the earlier studies concerning the 
personality of the brands of locations, the dimension of "ruggedness" from the Aaker scale did not apply in relation 
to the city. More than 20% of the obtained attributes could not be qualified as part of the dimensions of the 
personality of the brands, developed by Aaker, therefore, three additional ones were distinguished (so called 
“specific dimensions”). Among them there are such as attributes as: peace, neatness, or conservatism. The 
appearance of these extra dimensions is associated with the fact that the city is a very complex product, which raises 
more associations than the classic welfare.
Figure 1. Dimensions of desired brand personality of the city with examples of the most common characteristics declared by respondents 
Smaller towns (up to 25 thousand residents) were significantly more likely than large (over 100 thousand 
residents) characterized by adjectives describing such dimensions as: sincerity, excitement, peace and conservatism 
(nearly twice the differences in the frequency of responses). The reverse situation occurred in the case of such 
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dimensions as competence, sophistication and neatness - brands of largest cities was much more characterized by 
adjectives belonging to these dimensions.
Correspondence maps specific for CA method allowed authors to find the relationships between the analyzed
desired brand personality dimensions. In Fig. 2 we can see that ruggedness was an outlier category, but there were 
some interesting cases of co-occurence of the other dimensions observed. The dimensions that were simultaneously 
indicated by respondents could be grouped into three clusters: sincerity-peace-neatness, conservatism-sophistication 
and competence-excitement.
Figure 2. Correspondence map of desired brand personality dimensions
4. Conclusions
According to the study results, the brand personality of a city may have more dimensions than the personality of 
the classic brands. This is due to the diversity of features and sub-products causing a broader spectrum of municipal 
associations. In addition to the brand personality dimensions compatible to the Aaker’s scale (such as sincerity, 
excitement, competence and sophistication), some specific dimensions of brand personality of small and medium-
sized cities were also identified. In the opinion of respondents conservatism, peace and neatness were considered 
desirable for social perception of brands of those cities.
Conclusions from the research, developed in the form of a statement of the brand personality dimensions declared 
by the promotion managers involved in the process of  the city brand building, may be useful in the development of 
a tool (scale) providing the possibility to compare branding activities undertaken by municipal governments, as well 
as can be used to test the effectiveness of these measures by identifying the brand images of cities in the perception 
of the different groups of the city stakeholder groups. 
Such studies may be useful for local authorities and urban strategists. Through the use of the scale based on the 
extended range of brand personality dimensions presented in this paper, the cities marketers will be able to 
determine how their city is perceived in relation to competing cities. The result of such surveys  could be an 
inspiration to build a distinctive city brand positioning, which in turn might contribute to the increase of 
identification of inhabitants with their place of residence, as well as to the development of emotional relationships 
with the city of its external users, such as tourists or investors.
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